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Abstract

The objective of this research study is to: (1) Study consumer purchasing

behavior for clothing through e-commerce and social live commerce channels




(2) Measure the levels of consumers' perceived value across four dimensions and the
levels of purchase intention through both e-commerce and social live commerce
channels (3) Compare the influence of consumers' perceived value dimensions on
purchase intentions across both distribution channels and propose appropriate
marketing guidelines for each distribution channel. This study employed a quantitative
research design, utilizing online questionnaires to collect data from a sample of 500
consumers, who have experience purchasing clothing through e-commerce or social
live commerce channels. Descriptive statistics and multiple linear regression analysis
were used to analyze the data. The research findings reveal that (1) Consumers
purchasing clothing through social live commerce have shorter average decision-
making time compared to those using e-commerce (2) Overall perceived value and
purchase intention for e-commerce channel are at a “high” level, while for social live
commerce, they are at the “highest” level (3) Functional and price values significantly
impact purchase intention in the e-commerce channel, while functional and
emotional values significantly impact purchase intention in the social live commerce
channel (p < .05). Consequently, practitioners should prioritize creating functional
values in both channels, while emphasizing price value in the e-commerce channel
and emotional value in the social live commerce channel to effectively stimulate

consumers’ purchase intention.

Keywords: Perceived Value, Purchase Intention, Social Live Commerce, Clothing,

E-commerce
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AruAATLEIAY 3.88 0.58 | Aewwnawn | 440 | 0.69 | aniian
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M19197 4 szauaundlatiovenUslnaluremndnaulissiarivdualanmauiiisy
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YAINIDADUITY Yasnslydualainauiise
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AT 4 anTneFuIEveyaTERuANAilagavaUInAlureIBRRIliTIkat U Ua
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HaN1IMAFBUANNAFIUIAENTIATIZINTANNREITATUNAMNYIAN

AT enansnavesdadenisiusnualuliinie 4 Nawanennunslageidonivesuslan
#338laly NsTiasenn1sanneeduaunyan (Multiple Linear Regression Analysis) kanslun1ss
5 uag 6 Al

M1519% 5 KaN1TIATIENTaRneLILaUNAMETUYDIMNIDARULLTY

n33u3AA Std. HANTS
> - B B t Sig. | Tolerance | VIF
Ve u3lan Error EEGLY
(Constant) 1.71 0.35 - 4.85 .000 - - -
@mﬂ'"n;m .
v 0.19 0.06 .20 32.29 .001* 122 1.385 | g3y
AU
@mmﬁg{m'ﬁ'}m 0.36 0.05 .47 7.74 .000* 126 1.378 | gausu
AuALDITIl | 002 | 005 | .01 | 047 | .639 979 | 1.021 | Ufwas
AN | 003 | 005 | .04 | 069 | .492 996 1.004 | Ufjies
R = .59,R? = .35, Adjusted RZI = .34, Durbin — Watson = 1.93
F = 33.33, * = ftdgdrdgyneannin p <.05

1NANT197 5 ‘imiwﬁmiamaaL%ﬂLguww@m Wud’]ﬂﬁami%’ugaméwméu%lﬂﬂaﬂmim'wﬁ’u
wensaiALaslad old ornlurewdremdssandusosay 34 (Adjusted R? = .34) lagnanis
asrvdeumLiudasenefuvesnInuAaInAd ou (Independence of Errors) WuA1 Durbin-Watson
Wiy 1.93 Geagluras 1.50 Fe 2,50 Feflenanuamardeuvesuvuiiassfirndudassaedu lufn
Jaymanuduiustugaes (Autocorrelation) (Durbin & Watson, 1951) ilefinnsannisnageuntizsiy
Lfc:{umﬂwu (Multicollinearity) Wu21AaRAN15Y8 87 2w03ALUUTUTIU (Variance Inflation Factor)
fin1eva19 1.004 9 1.385 dslutAunme 10 uazArAuAaIaLAdeufiseniule (Tolerance) fian

JEWI19 722 §9.996 Felusinnanum 0.10 (Hair et al, 2019) Fsasularuuudianinisinsennig

'
=

anneeiaaunandluI TN TIUEUATINY wazilleNNTaNBvEnaveLUsnuamanafiiys

a o

MUnU AMsiuzaumamananuadladesyeided

[

n9adiA 913U 2 A lawn AuAIAY
aa a A ' ¥ ¥ =
511 fidvSnagsan (B = .47, p < .05) ses@wnfe Auamunslnu ([ = .20, p < .05) Fawanis
AATIEVAINaTy iy IdesensvanuAgiuilanvualy (H2 wag H1) luvasnuAIn U TUMLAL
SIS o

AU luasranenunslagessnadideddgnieada il ideujiasauuigiunlaivuala

(H3 way H4)
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M19197 6 HANTIATIEVNTaRDRLLTLaUNAME S UTaIeledualannawlisy

n33u3AA Std. HANTS
Yy - B B t Sig. | Tolerance | VIF
vasguilng Error Nagau
(Constant) 0.98 0.31 - 3.16 .002 - - -
ﬂam'w?m .
v 0.24 0.05 23 5.25 .000* .988 1.012 | g8u3v
A5 leU
AuAPILTIA | 001 | 003 | 02 | 041 | .648 990 | 1.010 | Ufas
AuAPRITIAl | 052 | 004 | 63 | 1357 | 000* | 987 | 1.013 | geufy
ALy | 002 | 003 | 04 | 091 | .363 100 | 1.000 | Ujas
R = .69,R? = .48, Adjusted RZI = .47, Durbin — Watson = 2.17
F = 56.77, * = {ilgdAsyn19adan p < .05

N9 6 LLammamﬁmiwﬁmsmaaaL%m?uwmm wudwﬁa%’ami%’ugﬂmﬂ'wmﬁﬁim
A11505 20 A UNEINT A1LR 918 o1 orluresmluidvalar aeuis vAaTussvay 47
(Adjusted R? = .47) Tnenanisnsadeuaniudassnetuvesninunainmiou (Independence of
Errors) #uA1 Durbin-Watson i1y 2.17 §eegluyie 1.50 fis 2.50 39i911A0AA1ALAE DUYDS
wuusraesianududaszredy ludadamanuduiusiufaies (Autocorrelation) (Durbin & Watson,
1951) Lﬁ'aﬂmimmsmaaumwémLﬁyumiawn (Multicollinearity) wuanm1adfniseenefivedniny
wUsUT9U (Variance Inflation Factor) iansewana 1.000 3 1.013 aluAunam 10 waraiauaain
Apuiendule (Tolerance) fimseynng 987 89 1.00 @lafnnnnm 0.10 (Hair et al, 2019) DRG]

laruuudnaeinisiiasgnnisanaeslaaunvaniluddymnniesiuaunsany wazsilonasun

a o Y

ansnavesilUsnuaHanafuUInunuI dnssuaumnawmanaaunslagesyadlitedidynie

a

adf §1uu 2 au laun AuAnIwesun $8nSwagsan (S = .63, p < .05) 50%aIA AMAIAIL

Y 9

sl (B = .23, p < .05) Fawan1siasienadnand inlugideseusvauufgiuiladimuala

) a o

(H7 waz H5) TurazAAuAIAIUITIALaLANAIAIUd AL lLdINanaAuRdlaT 9pe19Tldedn

q q

[y

UNN9EDR

ilvIdeufiasanuigiunlafimunly (H6 uag H8)
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aAUsema (Discuss the results)
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asvoulniiuUszavsnmuesssuukaznslvnuiiasandudadeiiugiudidy Anuslaaluanuddny

o

a
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dnoudisy Tuvasfiguainiueisun T8nsnadauinneanunsladeidenigeiigaluremialyadualan
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[ v aAaaa
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3. NFATNAAUTNLANAT (Points of Difference)
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JaunuUsyiivay LU Flash Sale, Double Day w3aaUasaiuan wuudnfinian wenseaunisanaulade
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NAYNTNITATNAMAIAIUTIALALANAIAIUNITIEUIUYDINIBABILETTY FIUTINITATINAMAIAY
91sukazAnAIN NS NUlursdelualanaoulisy Weluau1saneauausInuneINIThaL
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.. . ' e Y ¢ o o o ' - ~°
probability Sampling) L.LazwmmLawwwmﬂizaumimmﬂwaqmqmiﬁ]mmu’m DADULUTY Ly
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o/
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(Price Value)

" JalAuU LAY LU

YDIN"4 AUl
Flash Sale, Double Day
- - . o UL (Purchase
Wi@ﬂﬂ@ﬂﬁ?ﬂﬁﬂLLUU‘\ﬂﬂﬂL?aq
(E-commerce) Intention)

AMAIAIUNT T > .
" NITHUAINY

(Functional Value)

A o Falagolazas
" UV NINIZUUNTEIT DU v
it o YoM ANulaLUIau
AMNAULRYILNAAND Y - - ) .
0 o o Twdealadnouiise V]’]QﬂquLGUQGﬁ’u
" ANNYNABIVDIVOLATUAY (Social Li
OcClal Live
Y <
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